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Name of Project

Stay Safe in the City
Name of entering council/s

Wellington City Council
Category
Category 3:

Taking a Sustainable Development Approach
1. The Rationale for the Project and Expected Benefits

Safety is a vital component of any successful city – not only for a city’s residents, but for its visitors as well.
It impacts on quality of life and perceptions of the city as a whole. That’s why Wellington City Council has made safety a priority and why we have an obligation to keep safety issues at the forefront of people’s minds. 
Since 2005 Wellington City Council has worked collaboratively both across the organisation and with external partners to obtain World Health Organisation (WHO) Safe Community status for Wellington City. In June 2006 Wellington City became the ﬁrst capital city to become a member of the WHO Safe Community network. This status has not been taken lightly by the organisations who are signatories to the agreement – all partners realised that there was still a lot of work to do. We needed to strengthen the message of community safety and collaboratively focus our attention on areas of greatest risk. 

As part of the Safe Community designation we developed a campaign to raise awareness of the concept of community safety and adopted the theme ‘Whatever you’re up to – stay safe in the city’. This theme has carried through to subsequent campaigns and been used by several partners. It has also been developed and expanded to have a broader appeal to the community and to focus on particular community groups.

It’s difficult to put exact dollar ﬁgures on the cost of alcohol-related incidents to Wellington City but we do know that the ﬁnancial and emotional impact undermine our vision of what the city can achieve. We can quantify the following in relation to alcohol (for all of New Zealand): Alcohol is reported to be a contributing factor in 51% of violence offending and 41% of drug-related and anti-social behaviour offending. 
Working collaboratively with partners, we have identiﬁed alcohol-related issues as a signiﬁcant contributor to a wide range of incidents, including injuries, in the city. All partners working towards a safer Wellington wanted to ﬁnd ways to reverse some of those statistics. The Christmas/New Year period always introduces additional safety issues for the city. These are often around drinking, associated behaviour, crime and injury. Another focus was on student orientation (February).  Wellington has 33,000 students a year living in and around the central city. Many are living away from home for the first time and are willing to push the boundaries. There is also a big drinking culture in New Zealand universities - which leads to many more students on the street and in bars.

It is estimated that alcohol-related harm costs New Zealand’s public health sector some $655 million a year. Crime and related costs total up to $240 million, social welfare $200 million and other alcohol-harm related Government spending totals $330 million. 
Lost productivity from alcohol-related problems alone costs New Zealand an estimated $1.2 billion a year. 

2. Linkage to the Council’s Strategic Direction
Those working towards community safety in Wellington have deﬁned its purpose as leading or contributing to initiatives that will prevent, reduce or contain the social or environmental factors that affect people’s right to live without fear of crime, and which impact on quality of life. This includes preventative measures that contribute to crime reduction and tackle anti-social behaviour and reduce injury. 

Local government agencies are charged with promoting the social wellbeing of communities in the present and for the future. 
Wellington City Council’s City Safety unit is responsible for coordinating safety-related partnerships on behalf of the Council. Direction in the city is also provided through the Council’s Social and Recreation Strategy. 

While the Stay safe in the city campaign was underpinned by strong strategic direction, it was also based on internationally-accepted best practice and an understanding of factors such as audience psychographics. 
The objective was to evaluate the effectiveness of the campaign in contributing to the Wellington City Council objective of ‘building public conﬁdence in the safety of city streets and suburbs’. 
To measure this we had to ensure the campaign: 

· demonstrated an ongoing commitment to safety 
· improved public safety by increasing awareness of what people should do to protect themselves and their friends
· reduced incidents over this period 
· raised awareness so that 70 percent of Wellingtonians were aware of the campaign. 

Demonstrated an ongoing commitment to safety 
This was demonstrated in the way the Council used current data/trends to identify and respond to emerging issues. Wellington City’s WHO Safe Community designation was an acknowledgment of several years of strong commitment, but was also seen as a good grounding for further work. Stay safe in the city materials were designed to have a long life and can be adapted over time.
Maintaining a high level of public awareness around safety, particularly in the central city at night over this time, was a key consideration. This was based on the belief that if people are aware of their options for ‘staying safe in the city’ and encouraged to take responsibility for issues such as getting themselves home safely, they will make better decisions and feel safer about using the central city at night. 

Some 71% of the general public and 84% of students surveyed said they were more aware of staying safe in the city as a result of the campaign. This comes to a combined total of 78% of those surveyed being more aware of staying safe as a result of the campaign, out of a total of 352 respondents. 

3. Project Planning

Campaign key messages
General 
· Be safe – whatever you’re up to.
· Everyone’s responsible for safety. 

· You’ve got options – use them. 

· Have a plan when you go out. Plan how you’ll get home. If you’re drinking, use a buddy system to keep an eye on each other, and make sure you’ve eaten. 

· Plan to get home safely, use late-night transport options.
· Play safe, stay safe
Speciﬁc 
· Stick with your mates. 
· If you see someone you think is in trouble (really drunk, injured or in a ﬁght), you don’t have to step in – call 111 or Wellington City Council on 499 4444. 
· Have a plan for alternative transport home in case you have a few drinks – don’t drink and drive. 
· Check there are no valuables in your car before leaving it. 
· Check you’ve left a light on at home. 

Christmas/New Year campaign 
· Chill out – everyone wants to have a good time. 
· Do not disturb, nothing of value in here.
· Look after YR M8S.
From the information provided by partners we identiﬁed the main problems in the city, particularly around the Christmas period. The number of drunken people not getting home safely and making bad decisions about safety, as well as intoxicated pedestrians stepping into traffic, was noted - especially around the entertainment precinct. Additional safety issues for the city at this time of the year included public-place drinking, associated anti-social behaviour and crime, violent assaults (often with signiﬁcant injuries) and theft of/from parked cars. 

While alcohol was the main focus, we wanted to make the campaign relevant to everyone, emphasising that everyone is responsible for safety and that, whatever you’re up to, you should have a plan. 

Why we used this approach

Those working towards community safety in Wellington have deﬁned its purpose as leading or contributing to initiatives that will prevent, reduce or contain the social or environmental factors that affect people’s right to live without fear of crime, and which impact on quality of life. This includes preventative measures that contribute to crime reduction and tackle antisocial behaviour and reduce injury. 

Local government agencies are charged with promoting the social wellbeing of communities in the present and for the future. 

The Council’s City Safety unit is responsible for coordinating safety-related partnerships on behalf of the Council. Direction in the city is also provided through the Council’s Social and Recreation Strategy. 

While the campaign was underpinned by strong strategic direction, it was also based on internationally-accepted best practice and an understanding of factors such as audience psychographics. 
4. Project Management

The project initially developed out of statistics that were deemed to be too high within areas of safety in Wellington City. In the first instance a project team, including other Council units as well as key stakeholders with similar safety goals, was set up and led by the City safety Unit.

A project plan was collectively developed. This included clear project objectives and goals. Collective brainstorms were used for concepts of design, ‘slogans’ and advertising. These led to the development of a design brief.

Focus groups were also run to identify uptake of the product (in this case, the playing cards) and if they were acceptable for target groups.

Regular briefings were held to discuss the progress of the project as well as debriefings at the end of each ‘phase’.  These were held to not only evaluate each section of the project and to make sure goals were met but also to set out new objectives and discuss ideas for the next phase.

Regular contact was also maintained with both designers and the communications team to make sure the correct message was being actively promoted. Timelines and progress calendars were circulated so that everyone involved knew the timeframe that was being worked to as well as the part they had to play.
5. Relationship Management and Communication with Stakeholders

From the planning stages, right through to a final debrief, maintaining contact with key stakeholders was important. Stakeholder briefings and updates were held on a regular basis in order to inform and discuss the progress of the campaign.  
As there were contractual obligations to be met, sign-off was required from some stakeholders on artwork, use of logos and radio advertisements - and toward a general consensus that we were putting forward an image and message that all stakeholders were comfortable in reinforcing.
The partnerships used in the campaign maximised available spend, reach and momentum behind the messages. Our results could not have been achieved without collaboration. 

One of the main objectives of the campaign was to evaluate the effectiveness of working together both with other Council units and our external partners in delivering this campaign. 
The final debrief showed an appreciation for the collaborative approach this campaign undertook. Across the Council there were people involved from Road Safety, Public Health, City Safety, Marketing, External Communications and Publication and Design. Externally our partners included ACC, C&CDHB and Police, and supporters Burger King and Wellington Combined Taxis. 
As with any process that involves collaboration there are deﬁnite areas for improvement, in particular around planning and lead-in times. However there was an overall feeling that the collaborative approach helped ensure different Council units and external agencies were using the same messages and having a greater impact on our target audiences than the Council, or one part of it, could have ensured on its own. The ﬁnancial contributions ensured that a wider range of methods could be used than would normally be the case. 

6. Innovation and Originality

As alcohol and related safety was the main focus of this project a large part of the target audience comprised young people (aged 18-24), although the target age range extended to people of all ages.
It is widely accepted that audiences will respond to messages if they can relate to the people in the materials. The Stay safe in the city materials, particularly the images used in Adshel bus shelters around the city, therefore showed a diverse range of people from different ethnicities and age groups while the playing cards carried humorous cartoon-type images popular with students.
We also wanted to avoid any ‘preachy’ overtones, so we used language people might use themselves – see, for example, ‘stick with your mates’. We were realistic about what people wanted to do and instead of telling them they couldn’t go out and have fun; we just suggested they consider a few simple tips when they did so. 

The campaign was underlined by a desire to give audiences options – making them feel empowered to make good decisions. Practical advice was delivered succinctly and consistently. 
We looked to overseas examples for inspiration and had idea and design meetings before coming up with a variety of materials to support the message circulating via radio, Adshels, posters and flyers.  The aim of the supporting material was to get people’s attention, and to give them something they would keep that had the message we wanted to convey on it.  This way the message was being reinforced every time the product was used. These were given out mostly around university campuses or put into packs that were sent to licensed premises and corporate organisations (in the lead up to Christmas).
These materials included:

· ‘Stay safe in the city’ and ‘stop, look, live’ plaster cases, key-ring whistles and pens
· ‘Whatever you’re up to’ playing cards

· Burger King discount cards

· ‘Look after your mates’, ‘have u eaten yet?’, ‘how r u getting home?’ coasters

· ‘Stop, Look, Live’ biscuits

· ‘Whatever you’re up to’ wallet cards

· ‘Do not disturb, nothing of value in here’ hangers for vehicles

· ‘Look after your mates’ DVD (image messages for licensed premises to play).
7. Evaluation Framework

It was always planned to evaluate the campaign both as an initiative focused on a period of time but also to assist in informing future direction for the city around community safety. 

We surveyed our target audiences, providing small incentives suitable to the audience – such as branded giveaways, a morning tea shout or passes to a Te Papa exhibition. We held a debrief session with key Council units and with ACC (a critical external partner). We also collected crime statistics from Police, comparing the same period of time from 2005/06, and Accident & Emergency admissions from Capital & Coast District Health Board. An analysis of media coverage of the campaign and associated issues was also conducted. 

Survey results 
A total of 105 people completed the general survey that targeted Wellingtonians, commuters and regular visitors to Wellington City. 

Almost 70% of people surveyed had seen or heard the ‘Safe City’ messages. By far the highest recollection was of the posters on buses or trains at 71% with Adshel posters at 48% and the ‘Stop, Look, Live’ hoardings at almost 23%. 

About 70% said they were more aware of staying safe in the city as a result of the campaign. 

When asked about the last time they went into the city a total of 84.6% stuck with their mates and 78.5% had something to eat before going out. 

When asked about the last time they went into the city 63% of those surveyed took a taxi or bus home and 58% stuck with their mates. 

The Burger King cards had low recall rates (18% for general public and 9% for students) despite Walkwise officers reporting their popularity. The majority of these (27,000) were distributed by Walkwise officers. In total over 70,000 were distributed through the universities, Walkwise officers, Police, ACC, C&CDHB, Land Information NZ and corporate packs. These were also used over the 07/08 Christmas and University Orientation period along with the playing cards and coasters.

Similarly the supermarket voiceovers had low recall (3% for the general public and 13% for students). 

The branded giveaways proved a useful tool for getting people to take part in the survey evaluations and they also provided another medium for getting the messages across. 

Students 

A total of 247 students ﬁlled in the survey. Of those 40% were in Wellington over the Christmas and New Year period. Of the students surveyed, 71% had not previously seen the material. Of those that had seen or heard the messages 58% had seen the posters on the buses or trains, 49% had seen the Adshel posters, 38% had seen the liquor ban ﬂyer and 32% had heard the radio adverts.  

A total of 70% said the messages had some, or a lot of, positive impact on them (15.5% said a lot). And 84% said they were now more aware of staying safe in the city as a result of the campaign. 

When asked about the last time they went into the city a total of 84.6% stuck with their mates and 78.5% had something to eat before going out. 
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8. Category Specific Criteria

The Stay Safe in the City project has been going for two years and there are plans to develop it further.  In order to get community by in and enact behaviour change it is important to build up a ‘brand’ that people trust; this is usually achieved over a period of at least three years.

As the project has developed, community feedback has been taken into account when planning each phase. This way the messages and images have become more focussed at targeted, which in turn creates strong impact. Each phase has been built upon the Stay safe in the City message with varying words and tag lines which each target a specific group.

Relationships have been built over the course of the project. These relationships with universities, retailers and companies are important parts of the campaigns as they enable use to get our message out in areas previously somewhat closed to us - eg universities, corporates and licensed premises.  Both planning and execution relies on these relationships in order to be successful.

It is one of Wellington City Council’s long-term goals to make Wellington a safer place to be. This project is one among many that aims to contribute towards that. The initial evaluation shows the messages are getting to the targeted audiences - but these messages must be maintained to enable changes in behaviour in the long term - which is why we are continuing to evolve and develop this project.
